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Tujuan dari penelitian ini adalah ingin mengetahui variabel-variabel Brand image (citra 
merek) yang mempengaruhi proses keputusan pembelian. Penelitian ini mempuyai dua variabel , 
yaitu variabel bebas (X) dan variabel terikat (Y). Variabel bebas (X) terdiri dari sub variabel, 
yaitu jenis-jenis asosiasi merek (X1), dukungan asosiasi merek (X2), kekuatan asosiasi merek 
(X3), dan keunikan asosiasi merek (X4), sedangkan variabel terikatnya (Y) adalah keterlibatan 
konsumen dalam proses keputusan pembelian. 
 
Teknik analisis data yang digunakan dalam penelitian ini adalah regresi berganda 
(multiple regression) untuk mengetahui pengaruh Brand Image (citra merek) secara partial 
maupun secara simultan terhadap proses keputusan pembelian tas merek Eiger. Populasi dalam 
penelitian ini adalah mahasiswa Fakultas Ekonomi Universitas Islam Negeri Malang yang 
membeli dan menggunakan tas merek Eiger. Sedangkan sampel dalam penelitian ini adalah 100 
responden. Sampel diambil dengan menggunakan teknik proportional random sampling dan 
simple random sampling. 
 
Hasil penelitian ini menyimpulkan bahwa: (1) ada pengaruh positif yang signifikan Jenis-
jenis asosiasi merek (X1), Dukungan asosiasi merek (X2), Kekuatan asosiasi merek (X3), 
Keunikan asosiasi merek (X4) parsial terhadap proses keputusan pembelian tas merek (2) 
terdapat pengaruh positif yang signifikan jenis-jenis asosiasi merek, dukungan asosiasi merek, 
kekuatan asosiasi merek, dan keunikan asosiasi merek secara simultan terhadap proses keputusan 
pembelian tas merek Eiger.  
 
implikasi dari penelitian ini diketahui tas merek Eiger telah memiliki brand image (citra 
merek) yang baik sebagai produk yang berkualitas. Oleh karena itu citra merek tersebut harus 
tetap dijaga dan dipertahankan dengan cara menciptakan produk yang mengutamakan standar 















Al Kafie, Haris. 2013. thesis. influence perceptions of brand image (citra merek) on purchase 
decisions Eiger brand bags (case study on students of economic faculties of state university of 
Islamic of Malang). Management major of marketing of economic faculties of state university of 
Islamic of Malang. 
Counselor: Dr. H. Nur Asnawi, M.Ag.  
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Purpose of this study was to determine the variables that affect the brand image of the 
purchase decision process. This study has two variables, namely the independent variable (X) 
and the dependent variable (Y). Independent variable (X) consists of the sub-variables, namely 
the types of brand associations (X1), support the brand association (X2), the power of brand 
associations (X3), and uniqueness of brand associations (X4), while the dependent variable (Y) 
were the involvement consumers in the purchase decision process. 
 
Data analysis techniques used in this study was multiple regressions to determine the 
effect of brand image partially or simultaneously to the buying decision process of Eiger brand 
bags. Population in this study was a student of economic faculty of state university Islamic 
Malang who buys and use the brand bags Eiger. Whereas the sample in this study was 100 
respondents. Samples were taken using proportional random sampling technique and simple 
random sampling. 
 
This study concludes that (1) there is a significant positive effect. The types of brand 
associations (X1), support the brand association (X2), the power of brand associations (X3), the 
uniqueness of brand associations (X4) partially on the purchase decision process of brand bags. 
(2) There is a significant positive effect of the types of brand association, support of brand 
association, brand association strength, and uniqueness of brand associations simultaneously to 
the buying decision process of Eiger brand bags. 
 
Implications of this research note that Eiger brand bag has a good brand image as a 
quality product. Therefore the brand image must be kept and maintained in a way to create a 

















  ﻣﺴﺘﺨﻠﺺ اﻟﺒﺤﺚ
 اﻟﺼﻮرة )ﻋﻼﻣﺔ ﲡﺎرﻳﺔ اﻟﺼﻮرة( ﻋﻠﻰ ﻗﺮارات اﻟﺸﺮاء ﺣﻘﻴﺒﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ  اﳚﺮ )دراﺳﺔ ﺣﺎﻟﺔ ﰲ ﻛﻠﻴﺔ اﻻﻗﺘﺼﺎد  ﺗﺄﺛﲑ ﻣﻦ اﻹدراك ﻋﻼﻣﺔ ﲡﺎرﻳﺔ اﻟﻌﻨﻮان.اﻟﺒﺤﺚ.  3102اﻟﻜﻒ، ﻫﺮﻳﺲ.
  ﻟﺘﺴﻮﻳﻖ ﻛﻠﻴﺔ اﻻﻗﺘﺼﺎد اﳉﺎﻣﻌﺔ اﳊﻜﻤﻴﺔ اﻹﺳﻼﻣﻴﺔ ﻣﻮﻻﻧﺎ ﻣﺎﻟﻚ اﺑﺮاﻫﻴﻢ ، ﻣﺎﻻﻧﺞ.اﻟﺒﺤﺚ، ﻗﺴﻢ إدارة ا. اﳉﺎﻣﻌﺔ اﳊﻜﻤﻴﺔ اﻹﺳﻼﻣﻴﺔ ﻣﻮﻻﻧﺎ ﻣﺎﻟﻚ اﺑﺮاﻫﻴﻢ ، ﻣﺎﻻﻧﺞ(
    اﻟﻤﺎﺟﺴﺘﯿﺮ ﻧﻮر اﺳﻨﺎوىاﻟﺪﻛﺘﻮر :     اﳌﺸﺮف
  ﺻﻮرة اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ )ﺻﻮرة اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ(، ﻋﻤﻠﻴﺔ ﻗﺮار اﻟﺸﺮاء :  اﻟﻜﻠﻤﺔ اﻟﺮﺋﻴﺴﻴﺔ
 
 
ﻫﺬﻩ اﻟﺪراﺳﺔ ﻓﻘﺪ اﺛﻨﲔ ﻣﻦ اﳌﺘﻐﲑات،  ﺔ اﻟﺘﺠﺎرﻳﺔ )ﺻﻮرة اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ( اﻟﱵ ﺗﺆﺛﺮ ﻋﻠﻰ ﻋﻤﻠﻴﺔ اﲣﺎذ ﻗﺮار اﻟﺸﺮاء.واﻟﻐﺮض ﻣﻦ ﻫﺬﻩ اﻟﺪراﺳﺔ ﻫﻮ ﲢﺪﻳﺪ اﳌﺘﻐﲑات ﺻﻮرة اﻟﻌﻼﻣ  
(، وﻗﻮة اﳉﻤﻌﻴﺎت 2X(، ودﻋﻢ ﲨﻌﻴﺔ اﻟﻌﻼﻣﺔ  )1X( ﻳﺘﻜﻮن ﻣﻦ اﳌﺘﻐﲑات اﻟﻔﺮﻋﻴﺔ، وﻫﻲ أﻧﻮاع ﻣﻦ اﳉﻤﻌﻴﺎت اﻟﻌﻼﻣﺔ )X(. اﳌﺘﻐﲑ اﳌﺴﺘﻘﻞ )Y( واﳌﺘﻐﲑ اﻟﺘﺎﺑﻊ )Xاﳌﺘﻐﲑ اﳌﺴﺘﻘﻞ )
  ( ﻫﻮ ﻣﺸﺎرﻛﺔ اﳌﺴﺘﻬﻠﻜﲔ ﰲ ﻋﻤﻠﻴﺔ ﻗﺮار اﻟﺸﺮاء.Y(، ﰲ ﺣﲔ أن اﳌﺘﻐﲑ اﻟﺘﺎﺑﻊ )4X(، وﺗﻔﺮد اﳉﻤﻌﻴﺎت اﻟﻌﻼﻣﺔ )3Xاﻟﻌﻼﻣﺔ )
ﺻﻮرة اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ( ﺟﺰﺋﻴﺎ أو ﰲ وﻗﺖ ﺗﻘﻨﻴﺎت ﲢﻠﻴﻞ اﻟﺒﻴﺎﻧﺎت اﳌﺴﺘﺨﺪﻣﺔ ﰲ ﻫﺬﻩ اﻟﺪراﺳﺔ ﻫﻮ اﻻﳓﺪار اﳌﺘﻌﺪد )اﻻﳓﺪار اﳌﺘﻌﺪد( ﻟﺘﺤﺪﻳﺪ ﺗﺄﺛﲑ ﻣﻦ ﺻﻮرة اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ )  
ﻛﻠﻴﺔ اﻻﻗﺘﺼﺎد اﳉﺎﻣﻌﺔ اﳊﻜﻤﻴﺔ اﻹﺳﻼﻣﻴﺔ ﻣﻮﻻﻧﺎ ﻣﺎﻟﻚ اﺑﺮاﻫﻴﻢ ﻣﺎﻻﻧﺞ اﻟﺬﻳﻦ ﻳﺸﱰون   ﻛﺎن اﻟﺴﻜﺎن ﰲ ﻫﺬﻩ اﻟﺪراﺳﺔ ﻃﻼب. واﺣﺪ ﻋﻠﻰ ﻋﻤﻠﻴﺔ ﻗﺮارات اﻟﺸﺮاء ﻣﻦ ﺣﻘﻴﺒﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ  اﳚﺮ
  ﻋﻴﻨﺎت أﺧﺬت ﺑﺎﺳﺘﺨﺪام ﻋﻴﻨﺎت ﻋﺸﻮاﺋﻴﺔ اﻟﻨﺴﱯ، وأﺧﺬ اﻟﻌﻴﻨﺎت اﻟﻌﺸﻮاﺋﻴﺔ اﻟﺒﺴﻴﻄﺔ. واﺳﺘﺨﺪام أﻛﻴﺎس اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ اﳚﺮ.
ﻗﻮة ﻣﻦ ﲨﻌﻴﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ ، (2Xﲨﻌﻴﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ )ﻣﻦ  دﻋﻢ   (،1Xﻧﻮاع ﲨﻌﻴﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ )( ﻫﻨﺎك ﺗﺄﺛﲑ إﳚﺎﰊ ﻛﺒﲑ ﻋﻠﻰ أ1ﺧﻠﺺ ﻧﺘﺎﺋﺞ ﻫﺬﻩ اﻟﺪراﺳﺔ إﱃ أن : )
(، 1X) ( ﻫﻨﺎك ﺗﺄﺛﲑ إﳚﺎﰊ ﻛﺒﲑ ﻋﻠﻰ أﻧﻮاع ﲨﻌﻴﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ2). اﳚﺮ ﺟﺰﺋﻴﺎ ﻋﻠﻰ ﻗﺮارات اﻟﺸﺮاء ﺣﻘﻴﺒﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ (،4Xﺗﻔﺮد ﻣﻦ ﲨﻌﻴﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ ) (،3X)
(، ﰲ وﻗﺖ واﺣﺪ ﻋﻠﻰ ﻗﺮارات اﻟﺸﺮاء ﺣﻘﻴﺒﺔ 4X(، ﺗﻔﺮد ﻣﻦ ﲨﻌﻴﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ )3X(، ﻗﻮة ﻣﻦ ﲨﻌﻴﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ )2Xدﻋﻢ ﻣﻦ ﲨﻌﻴﺔ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ )  
  اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ اﳚﺮ.
وﻟﺬﻟﻚ، ﻓﺈن ﺻﻮرة اﻟﻌﻼﻣﺔ  اﳉﻴﺪة وﺟﻮدة اﳌﻨﺘﺞ. اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ )ﺻﻮرة اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ( اﻵﺛﺎر اﳌﱰﺗﺒﺔ ﻋﻠﻰ ﻫﺬا اﻟﺒﺤﺚ ﻋﻠﻤﺎ ﺣﻘﺎﺋﺐ اﻟﻴﺪ اﻟﻌﻼﻣﺔ اﻟﺘﺠﺎرﻳﺔ  اﳚﺮ ﻟﺪﻳﻬﺎ ﺻﻮرة  
  ﻧﻮﻋﻴﺔ ﺟﻴﺪة ﻋﻨﺪﻣﺎ اﻟﺒﻀﺎﺋﻊ ﻋﻠﻰ وﺷﻚ أن ﻳﺘﻢ ﺗﺴﻮﻳﻘﻬﺎ. اﻟﺘﺠﺎرﻳﺔ ﻫﻮ أن ﺗﺒﻘﻰ واﶈﺎﻓﻈﺔ ﻋﻠﻴﻬﺎ ﰲ وﺳﻴﻠﺔ ﳋﻠﻖ اﳌﻨﺘﺠﺎت اﻟﱵ ﺗﻌﺰز ﻣﻌﺎﻳﲑ اﳉﻮدة وذات
 
